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“Get	
  rid	
  of	
  half	
  the	
  words	
  on	
  each	
  page/screen,	
  
then	
  get	
  rid	
  of	
  half	
  of	
  what’s	
  le7.”	
  	
  

Krug’s	
  Third	
  Law	
  of	
  Usability	
  

Ø Krugs	
  Laws	
  



“It	
  doesn’t	
  maCer	
  how	
  many	
  Dmes	
  I	
  have	
  to	
  click,	
  as	
  
long	
  as	
  each	
  click	
  is	
  a	
  mindless,	
  unambiguous	
  choice.	
  	
  

Krug’s	
  Second	
  Law	
  of	
  Usability	
  

Ø Krugs	
  Laws	
  



•  Familiarity	
  
•  Unity	
  
•  Consistency	
  
•  Variety	
  
•  Economy	
  
•  ProporHon	
  &	
  Balance	
  
•  AssociaHons	
  
•  Performance	
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•  Performance	
  

	
  
Using	
  well	
  known	
  

principals	
  to	
  match	
  the	
  
users	
  expectaHon.	
  These	
  
are	
  different	
  depending	
  
on	
  the	
  type	
  of	
  site	
  and	
  

target	
  audience.	
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Key	
  Principals	
  

•  Familiarity	
  

•  Unity	
  
•  Consistency	
  
•  Variety	
  
•  Economy	
  
•  ProporHon	
  &	
  Balance	
  
•  Associa0ons	
  
•  Performance	
  

	
  
Showing	
  clear	
  

relaHonships	
  between	
  
elements.	
  	
  

	
  
Always	
  use	
  AT	
  LEAST	
  two	
  
visual	
  cues	
  in	
  each	
  case,	
  
e.g.	
  colour	
  and	
  font	
  size.	
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•  Familiarity	
  
•  Unity	
  
•  Variety	
  

•  Consistency	
  
•  Economy	
  
•  ProporHon	
  &	
  Balance	
  
•  Associa0ons	
  
•  Performance	
  

	
  
Ensure	
  that	
  your	
  

experience	
  is	
  consistent.	
  	
  
	
  

This	
  is	
  always	
  obvious	
  in	
  
the	
  first	
  design	
  however	
  
feature	
  creep	
  is	
  a	
  real	
  

problem.	
  Especially	
  as	
  you	
  
might	
  introduce	
  variety.	
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•  Consistency	
  
•  Variety	
  
•  Economy	
  
•  ProporHon	
  &	
  Balance	
  
•  AssociaHons	
  
•  Performance	
  

	
  
Show	
  clear	
  separaHon	
  
between	
  different	
  

elements	
  in	
  different	
  
contexts.	
  

	
  
Use	
  the	
  same	
  color	
  and	
  

bordering	
  tricks	
  to	
  
maintain	
  consistency	
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People	
  scan	
  web	
  pages.	
  
Be	
  economical	
  with	
  

informaHon	
  presented.	
  
	
  

BUT	
  	
  
	
  

DO	
  NOT	
  hide	
  common	
  
funcHonality	
  unless	
  you	
  
are	
  1000%	
  sure	
  that	
  the	
  
experience	
  is	
  beTer.	
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•  Familiarity	
  
•  Unity	
  
•  Consistency	
  
•  Variety	
  
•  Economy	
  

•  Propor0on	
  &	
  Balance	
  
•  AssociaHons	
  
•  Performance	
  

People	
  like	
  structure.	
  
	
  

Consider	
  use	
  of	
  hierarchies	
  
and	
  grid	
  layouts	
  to	
  help	
  
guide	
  users	
  to	
  the	
  correct	
  

content.	
  	
  
	
  

These	
  also	
  help	
  with	
  all	
  the	
  
issues	
  of	
  re-­‐flow.	
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Key	
  Principals	
  

•  Familiarity	
  
•  Unity	
  
•  Consistency	
  
•  Variety	
  
•  Economy	
  
•  ProporHon	
  &	
  Balance	
  
•  AssociaHons	
  
•  Performance	
  

	
  
Use	
  every	
  technique	
  

available	
  to	
  ensure	
  that	
  the	
  
site/applicaHon	
  works	
  on	
  
as	
  many	
  devices	
  as	
  possible	
  	
  

	
  
DO	
  NOT	
  frustrate	
  users	
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Ø Powerful	
  Layouts	
  
• It’s	
  a	
  numbers	
  game	
  

• Odd	
  is	
  normally	
  beTer	
  than	
  even	
  
•  Lists	
  of	
  3	
  
•  7	
  ±	
  2	
  

• Don’t	
  undervalue	
  the	
  use	
  of	
  white	
  space.	
  

• Try	
  to	
  ensure	
  even	
  spaces	
  between	
  all	
  content	
  

	
  
	
  

Use	
  the	
  ¾	
  rule	
  
(To	
  make	
  content	
  stand	
  out)	
  

DON’T 
DISTRACT 

USERS	





Ø Powerful	
  Layouts	
  Three	
  Box	
  



Ø Powerful	
  Layouts	
  
3D	
  Effects	
  



Ø Powerful	
  Layouts	
  
Featured	
  Graphic	
  



Ø Powerful	
  Layouts	
  
Five	
  Boxes	
  



Ø Powerful	
  Layouts	
  
Fixed	
  Sidebar	
  



Ø Powerful	
  Layouts	
  
Power	
  Grid	
  



Ø Powerful	
  Layouts	
  
Full	
  Screen	
  Photo	
  



Krug,	
  S.	
  Don’t	
  Make	
  Me	
  Think:	
  A	
  Common	
  Sense	
  Approach	
  to	
  Web	
  Usability	
  	
  
(PDF	
  is	
  available	
  using	
  a	
  Google	
  search)	
  

Ø Krugs	
  Laws	
  



What?	
  
instance—falls under “mineral,” it requires no thought at all to answer the
question correctly.3

Unfortunately, many choices on the Web aren’t as clear. 

For instance, if I go to Symantec’s Virus
Updates page because I want to update my
copy of Norton AntiVirus, I’m faced with
two choices I have to make before I can
continue.

One of the choices, Language, is relatively painless. It takes only a tiny bit of
thought for me to conclude that “English, US” means “United States English,” as
opposed to “English, UK.”

If I bothered to click on the pulldown menu, though, I’d
realize that I was actually just muddling through, since there 
is no “English, UK” on the list. 

I’d also probably be a little puzzled by “Español (English, Int’l)”
but I wouldn’t lose any sleep over it.

The other choice, Product, is a bit dicier, however. 

The problem is that it refers to “NAV for Windows 95/98.” Now, I’m sure that it’s
perfectly clear to everyone who works at Symantec that NAV and “Norton
AntiVirus” are the same, but it requires at least a small leap of faith on my part. 

And even though I know for certain that I’m using Windows 98, there’s at least the
tiniest question in my mind whether that’s exactly the same as “Windows 95/98.”
Maybe there is something called “Windows 95/98” that I just don’t know about.

3 In case you’ve forgotten the game, there’s an excellent version that you can play against on
the Web at http://www.20q.net Created by Robin Burgener, it uses a neural net algorithm
and plays a mean game. They’ve made it even more mindless, though, by adding “Other” and
“Unknown” as acceptable answers to the first question.

chapter 4
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Ø Krugs	
  Laws	
  
Ø Don’t	
  Make	
  me	
  Think!	
  



I	
  Just	
  Want	
  a	
  Laptop	
  
Ø Krugs	
  Laws	
  

Ø Don’t	
  Make	
  me	
  Think!	
  



Colours!	
  

Has	
  anyone	
  ever	
  instantly	
  noHces	
  the	
  search	
  box	
  
at	
  the	
  top	
  of	
  the	
  apple	
  website?	
  
	
  
	
  
	
  
Much	
  beTer	
  in	
  iTunes	
  

Ø Krugs	
  Laws	
  
Ø Don’t	
  Make	
  me	
  Think!	
  



Going	
  WAY	
  to	
  far	
  

 
 

 
 
 Page 4 of 5 

2 Logging Into MyView For The First Time 

2.1 When you access the MyView portal you will be presented with the Welcome 
page below.    

 

 

2.2 MyView requires a User name & password. This will be the same detail 
used to log into your computer  

 

2.3 You will now be asked to enter your Date of Birth as part of the security 
validation.  

2.4 Enter your date of birth in the format requested.  

Example: ddmmyyyy = 01011975 for the 1st January 1975. 

 

Ø Krugs	
  Laws	
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  Make	
  me	
  Think!	
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billboard design 101

safely ignore. Several of the initial eye-tracking studies of Web page scanning
suggest that users decide very quickly which parts of the page are likely to have
useful information and then almost never look at the other parts—almost as
though they weren’t there. 

Make it obvious what’s clickable
Since a large part of what people are doing on the Web is looking for the next
thing to click, it’s important to make it obvious what’s clickable and what’s not. 

For example, on Senator Orrin Hatch’s 
Home page3 during his unsuccessful 2000
presidential bid, it wasn’t clear whether
everything was click-able, or nothing was.
There were 18 links on the page, but only 
two of them invited you to click by their
appearance: a large button labeled “Click 
here to contribute!” and an underlined
text link (“full story”). 

The rest of the links were colored text. But 
the problem was that all of the text on the
page was in color, so there was no way to
distinguish the links at a glance.

It’s not a disastrous flaw. I’m sure it didn’t 
take most users long to just start clicking 
on things. But when you force users to think
about something that should be mindless 
like what’s clickable, you’re squandering the
limited reservoir of patience and goodwill that 
each user brings to a new site. 

3 Orrin Hatch deserves at least a footnote in usability history, since he was—to the best of my
knowledge—the first presidential candidate to make Web usability a campaign issue. In the first
televised Republican candidates’ debate of the 2000 campaign, he told George W. Bush, “I have
to say, Governor, in contrast to [your Web site], it’s easy to find everything on mine. [Chuckles.]
It’s pretty tough to use yours! Yours is not user-friendly.” (His site was easier to use.)

www.orrinhatch.com

How	
  many	
  
clickable	
  links?	
  

Ø Krugs	
  Laws	
  
Ø Don’t	
  Make	
  me	
  Think!	
  



Ø Krugs	
  Laws	
  
Ø Don’t	
  Make	
  me	
  Think!	
  

What	
  Website?	
  



The	
  Trunk	
  Test	
  

•  Site	
  ID 	
  	
  
– What	
  website	
  is	
  this?	
  

•  Page	
  Name	
  
– What	
  page	
  am	
  I	
  on?	
  

•  SecHons	
  
– What	
  are	
  the	
  major	
  
secHons	
  of	
  this	
  site?	
  

•  Local	
  NavigaHon 	
  	
  
– What	
  are	
  my	
  opHons	
  at	
  
this	
  level?	
  

•  “You	
  Are	
  Here”	
  
– Where	
  am	
  I	
  in	
  the	
  
scheme	
  of	
  things?	
  

•  Search	
  
–  How	
  can	
  I	
  search?	
  



Exercise	
  

•  In	
  a	
  group	
  of	
  two,	
  do	
  a	
  very	
  quick	
  trunk	
  test	
  
on	
  the	
  five	
  sites	
  in	
  your	
  pack.	
  

•  Then	
  pick	
  one	
  of	
  the	
  sites	
  and	
  sketch	
  a	
  quick	
  
re-­‐design	
  that	
  improves	
  the	
  trunk	
  test	
  but	
  
does	
  not	
  remove	
  content.	
  



Site	
  ID	
  
“You	
  Are	
  Here”	
  

Search	
  

SecHons	
  
Page	
  
Title	
  

Local	
  
NavigaHon?	
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street  s igns and breadcrumbs

Now try it yourself on the four web pages below. Then compare your answers
with mine, starting on page 90. 

And when you’ve finished, try the same exercise on a dozen random pages from
different sites. It’s a great way to develop your own sense of what works and 
what doesn’t.

Answers on page 90

1

Ø The	
  Trunk	
  Test	
  



Ø The	
  Trunk	
  Test	
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2

Answers on page 91

Answers on page 92

3
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2

Answers on page 91

Answers on page 92

3
Ø The	
  Trunk	
  Test	
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street  s igns and breadcrumbs

Answers on page 93

4



Ø The	
  Trunk	
  Test	
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chapter 6

WHAT’S WRONG WITH
THIS PICTURE?

Annuities Step by Step” looks like
the page name, but it’s not.

The page name is actually “Fund
other plans first,” but you
wouldn’t know it because (a)
there’s no page name, and (b)
there’s no “You are here” indicator
in the list on the left.

And there’s no search box or
search button, which is amazing
for a site as large and varied (and
full of useful content) as
Quicken.com.

“

> A page name at the top of the 
content space,

> A “You are here” indicator in 
the list on the left, and 

> A search link, in the
Utilities list.

I’ve added…

< MY VERSION

You are here

Site ID Section

Local
navigation

Subsections
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WHAT’S WRONG WITH THIS
PICTURE?
The Site ID is below the navigation, and hard to
spot. It looks too much like the internal promo
next to it, and because the Site ID isn’t in the
upper left corner, it ends up looking like an ad.

The heading DVD is positioned above the link
Audio/Video Main, but it is lower in the hier-
archy. And there’s no search, which is baffling 
in a large e-commerce site full of products.

< THEIR REVISED VERSION
While I was writing this chapter, Global Mart
redesigned their site and did most of the right
things themselves. For instance, they moved
the Site ID to the top of the page and added a
search box.

But as so often happens with redesigns, for
every step forward there’s one step back. For
instance, the Utilities went from one legible
line to two illegible ones. (Always avoid
stacking underlined text links; they’re very
hard to read.)

< MY VERSION
I moved the link to Audio/Video above the page
name, so the visual hierarchy matches the
logical hierarchy. I also made the page name a
little more prominent, and moved it flush left
instead of centered.(In most cases, I find left
or right alignment is more effective than
centering in “telegraphing” a visual hierarchy.)

For the same reason, I moved the search
button next to the search box, instead of
centered below it.

Site ID

Sections
Page name

Local 
navigation



Ø The	
  Trunk	
  Test	
  

[ 91 ]

street  s igns and breadcrumbs

WHAT’S WRONG WITH THIS
PICTURE?
The Site ID is below the navigation, and hard to
spot. It looks too much like the internal promo
next to it, and because the Site ID isn’t in the
upper left corner, it ends up looking like an ad.

The heading DVD is positioned above the link
Audio/Video Main, but it is lower in the hier-
archy. And there’s no search, which is baffling 
in a large e-commerce site full of products.

< THEIR REVISED VERSION
While I was writing this chapter, Global Mart
redesigned their site and did most of the right
things themselves. For instance, they moved
the Site ID to the top of the page and added a
search box.

But as so often happens with redesigns, for
every step forward there’s one step back. For
instance, the Utilities went from one legible
line to two illegible ones. (Always avoid
stacking underlined text links; they’re very
hard to read.)

< MY VERSION
I moved the link to Audio/Video above the page
name, so the visual hierarchy matches the
logical hierarchy. I also made the page name a
little more prominent, and moved it flush left
instead of centered.(In most cases, I find left
or right alignment is more effective than
centering in “telegraphing” a visual hierarchy.)

For the same reason, I moved the search
button next to the search box, instead of
centered below it.

Site ID

Sections
Page name

Local 
navigation



Ø The	
  Trunk	
  Test	
  

[ 92 ]

chapter 6

WHAT’S WRONG WITH THIS
PICTURE?
The navigation is spread out all over the page,
making it much harder to tell what’s navigation and
what isn’t. The navigation, ads, promos, and content
all run together.

There is no list of major sections. The list at the top
looks like sections, but it’s actually a list of other
sub-sites of CNET.com. What makes it particularly
confusing is that Builder.com (the site I’m in) doesn’t
appear in that list.

The only navigation that tells me where I am in
Builder.com is the Breadcrumbs.

It’s also hard to tell where the content actually
starts. This is one of those pages that seems to keep
starting over, forcing you to scroll down just to find
out what it is.

< MY VERSION
This is one of those pages where you have to have
the gumption to say, "This is beyond tweaking."
There are underlying dilemmas here that need to be
resolved before you even think about the page
layout.

All I did was tighten up the top a little and try to
make the content space easier to spot by adding a
background to the column on the left.

At the same time, I made sure that the page name
was positioned so it was clearly connected to the
content space.

Site ID

Page name

Local navigation

Search
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Site ID

Page name

Local navigation

Search
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WHAT’S WRONG WITH
THIS PICTURE?
Not much. Did you have
trouble finding anything?

I rest my case.

< MY VERSION
There’s really almost nothing to improve
here.

I did redo the search.(I don’t know why
they used "Enter Keywords" here when
they use just plain "Search" almost
everywhere else in the site.)

And if you’re going to scope a search, it’s
worth adding the word "for" so it reads
like a sentence: "Search ___ for ___."

I also made the page name a little more
prominent to help make the division
between the content and navigation
spaces even clearer.

You are here

Site ID

Search

Page name

Local navigation

SectionsSubsections
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